The results demonstrate that the majority of organizations involved in the study already use social media and that almost all of them use Facebook. The main reasons are to reach a wider audience, to increase notoriety and to communicate with customers. The most relevant difficulty felt after joining the social media is the lack of resources and availability. Marketing initiatives and content creation are the most-used activities. Remarkably, more than half don't have a defined strategy, nor use measuring instruments to assess their presence. However, they consider that social media enhance their performance.
INTRODUCTION
Today, access to the Internet is greatly facilitated and related technologies are in a continuous evolution. Social media constitute one of these evolutions, and are very popular among users. Sites like Facebook, YouTube, Twitter and others have attracted users around the world, who spend a considerable part of their time on them [1] .
These sites have been modifying the habits and behaviors of better-informed consumers. One property that contributed to success of social media was the possibility of two-way communication, allowing user content to be generated daily on these sites, without organizational control. This permitted clients to express their points of view about products and services, share experiences and provide recommendations. These content has influence on other consumers' purchasing decisions [2] .
These facts piqued the interest of firms, motivating them to integrate social media into their business process [3] , utilize the chance to be closer to their clients, identify their behaviors and satisfy them [2] . The literature review reveals that many studies focus primarily on the consumer perspective, and some authors and research organizations suggest that the enterprise perspective is often overlooked by social media research.
This work is about a firm's exploitations of social media to reach clients, especially in identifying which channels and activities they use, their motivations to use social media, whether they use it, which metrics are used to evaluate their presence on social media and finally, the benefits of using social media. Additionally, it tries to unveil a firm's strategies regarding social media, the investment policies and the best practices used to achieve the defined objectives.
For practical reasons, this study focuses on Azorean firms' utilizations of social media. Data gathering was conducted over e-mail with the survey sent to Azorean enterprises during February 2013.
The rest of this paper is organized as follows: Section 2 discusses the related literature reviewed for this research study. The subsequent sub-section outline the conceptual model and experimental hypothesis on which the model is based and presents methodology and discussion of the empirical findings. Section 4 describes the paper's results. The implications for organizations as well as for research and limitations and scope for future research are discussed in sections 5 and 6 respectively. www.ijacsa.thesai.org II. RESEARCH BACKGROUND On the Internet, a wide range of applications are found that meet Web 2.0 specifications, varying in degree of interactivity, context, structure and objectives. They are divided into six different classes: (i) collaborative projects like Wikipedia; (ii) blogs and micro-blogs as Twitter; (iii) content community sites similar to YouTube; (iv) massive multi-player online roleplaying games such as World Warcraft; (v) social virtual worlds like Second Life; and (vi) social networks, e.g., Facebook and LinkedIn [4] . Web 2.0 can be characterized as: (i) change to online applications in the form of services, the traditional supplier that controls the software passes to a software service without proprietary systems and emphasizes applications with userfriendly features; (ii) through users' collaboration based on their experience with applications, a continuous and incremental application development is made with the objective of added value to clients. The more users participate in this process, the more advanced applications will be; and (iii) the emergence of a new set of business models supported on consumers' market niches that are traditionally hard to reach [5] .
With these social and technological developments, the Internet is no longer a simple repository of static and passive information; it becomes active and participatory. At the same time, the users' behavior changed from that of an information consumer to an active producer of content of information, i.e., User Generated Content (UGC) [6] .
The term Web 2.0 and social media are used as synonyms, largely due to their proximity and interdependence, yet they are conceptually different. Social media comprise both the conduits and the content published by users interactively and organizations on sites that meet the Web 2.0 specifications [7] . So social media is characterized by participation of users, creating digital communities and the connectivity between its elements [8] .
The widespread acceptance of social media by consumers has enabled them to become involved in content consumption and sharing in experiences, opinions and comments [7] . This deep consumer behavioral transformation enabled them to feel accomplished by influencing the opinions of their peers and contributing to the collective intelligence [9] . This change was visible in such way that TIME magazine elected as 2006 Person of the Year 2006, not a particular personality, but "YOU" -thereby acknowledging the millions of customers who produce information on social media [10] , [11] .
Studies of consumers who search for information on products and services in social media suggest that these clients have one or more features of Social Technographic profiles when surfing profiles on social sites [12] , [13 The process of acquisition of goods and services can be outlined by the Social Feedback Cycle model that consists of four steps: (i) awareness; (ii) phase of consideration (one looks at all the attributes that influence the purchase); (iii) purchase stage; (iv) post-purchase considering the social aspects of the Web and the impact of word of mouth (divulge your experience with the product / service purchased) that can influence the process of attracting future customers [14] .
Utilization of social media changed the way organizations do business. They began to communicate with consumers, organizations and suppliers, thereby enabling the creation and management of customer relationships as well as increasing perception of consumer needs. The proper management of these relationships helps eliminate damage to reputation and loss of revenues due to unhappy customers. Indeed, companies can take advantage of those clients that are satisfied by sharing their enthusiasm and experience in social media [15] .
Many organizations utilized the features provided by Web 2.0 tools to improve internal communication and leverage the collective intelligence of the organization. Given the features of blogs, wikis, RSS feeds, etc., they are the most-used Web 2.0 tools to facilitate communication, collaboration and sharing of internal information [16] , [17] .
An organization, to have a presence on social media, should initially define an implementation strategy. This strategy can pass through the POST method (People Objective Strategy Technology) [12] :
1) Define the target audience and understand their activities 2) Set goals in social media by listening to the clients, promoting the brand, energizing consumers and identifying how they can influence and support potential customers using wikis and forums, and finally engage customers in developing new products / services
3) Define a strategy for attaining those objectives and plan the relationships with the clients on social media 4) Define the social media types where they will be. The presence of organizations on social media enables them to improve credibility with consumers, strengthen ties of loyalty in the emotional and behavioral dimensions, and achieve greater visibility and a much wider audience at lower costs. Exploring the UCG, companies have the ability to better understand consumers, gather information about the strengths www.ijacsa.thesai.org and weaknesses of their products / services and take advantage of "word of mouth." Despite the advantages that social media bring to the organizations, it may also involve risks and threats to businesses because they no longer control what customers say about the product / service, commercial treatment and long term.
III. FRAMEWORK AND HYPOTHESIS
In the current global economic environment, the ability to reach customers, interactivity and low cost associated with social media types make them even more attractive. However, not all organizations are active in this field and / or explore all possibilities.
In the last decade, the academic community has paid great attention to users of social media, while the business component has been less considered. Therefore, it is pertinent to deepen the study of the determinants of the decision makers regarding the use of social media and the process that leads them to adopt more active or less active presences on different social media sites. The model under study examines how organizational characteristics and perceptions influence the decision process and barriers to the use of social media in businesses. In this sense, the following hypotheses were constructed for testing in this study.
The first hypothesis is related to the involvement of organizations towards activities in social media that several authors [12] , [18] . Hypothesis H1: The decision process about the involvement is influenced by perceptions that organizations have about social media. This was subdivided as shown in Table I . It is intended to test whether the involvement is influenced by perceptions that organizations have. 
Dimensions Hypotheses
H1a: Motivation Involvement degree in social media is equal, on average, for the different categories of motivation to use these media.
H1b: Benefits
Involvement degree in social media is equal, on average, for the different categories of benefits perceived by organizations.
H1c: Constraints
Involvement degree in social media is equal, on average, for the separate categories of difficulties perceived by organizations.
The decision process is divided into the usual decision process of the engagement process, so that the hypothesis H2: The decision making process is influenced by organizational characteristics" was subdivided into three sub-hypotheses. The decision process relating to the use of social media was studied by [19] in order to find differences in the use of these media in SMEs, where the type of customer was B2B. These authors used demographic characteristics of organizations, e.g., offer type, size and sales volume, as predictors of the decision process. The first subdivision of H2 is: The use of social media is influenced by demographic characteristics of the organizations. Table II lists constructors of this hypothesis.   TABLE II. DEMOGRAPHICS DIMENSIONS OF H2A
Dimensions Hypotheses
H2a1: Island The use of social media is equal, on average, for the different islands.
H2a2: Activity Sector
The use of social media is equal, on average, for the different sectors of activity.
H2a3: Enterprise Dimension
The use of social media is equal, on average, for the different organizational dimensions.
H2a4: Type of Client
The use of social media is equal, on average, for the different types of customers.
H2a5: Offer Type
The use of social media is equal, on average, for the different offers types.
Regarding the decision process concerning the involvement in social media, it was understood to be relevant to the above process with the demographic characteristics of the organizations and was used in studies of [3] , [20] , as well as policies and strategies implemented, which were referenced in several studies [3] , [21] , [22] , [23] , [24] , [20] . Thus, the second sub -hypothesis H2b is: Engaging in social media is influenced by demographic characteristics of organizations as showed in Table III.   TABLE III. 
DEMOGRAPHICS DIMENSIONS OF H2B

Dimensions Hypotheses
H2b1: Island Engaging in social media is equal, on average, for the different islands.
H2b2: Activity Sector Engaging in social media is equal, on average, for the different sectors of activity.
H2b3: Enterprise Dimension
Engaging in social media is equal, on average, for the different organizational dimensions.
H2b4: Type of Client
Engaging in social media is equal, on average, for the different types of customers.
H2b5: Offer Type
Engaging in social media is equal, on average, for the different offer types.
The third sub-hypothesis H2c is defined as: The involvement in social media is a function of policies and strategies implemented as seen in Table IV. Some researchers studied perceived barriers to the use of social media in SMEs [3] , where the type of customer was B2B. Thus, we sought to test if the barriers that prevent the use of social media are influenced by demographic characteristics of B2B organizations. We defined H3: The barriers that constrain the use of social media are influenced by demographic characteristics of organizations as summarized in Table V .
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Dimensions Hypotheses
H2c1: Channels Used Engaging in social media is equal, on average, for the various channels used.
H2c2: Strategy
Engaging in social media is equal, on average, for different categories of strategy existence.
H2c3: Use of Measurement Tools
Engaging in social media is equal, on average, for different categories of existence of measurement to assess their presence in the media.
H2c4: Human Resources Affections
Engaging in social media is equal, on average, for the different kind of human resources affects.
H2c5: Time
Engaging in social media is equal, on average, for the different categories of time used on these media.
H2c6: Frequency
Engaging in social media is equal, on average, for the different frequency categories of social media usage
H2c7: Activities Undertaken
Engaging in social media is equal, on average, for the different categories of activities performed in these media.
H2c8: Investment Policy
Engaging in social media is equal, on average, for the different budget categories used in these media.
TABLE V. DEMOGRAPHICS DIMENSIONS OF H3
Dimensions Hypotheses
H3a: Island The barriers preventing the use of social media are alike, on average, for the different islands.
H3b: Activity Sector
The barriers preventing the use of social media are equal, on average, for different sectors of activity.
H3c: Dimension
The barriers preventing the use of social media are equal, on average, for the different organizational dimensions.
H3d: Type of Client
The barriers preventing the use of social media are equal, on average, for the different kind of customers.
H3e: Offer Type
The barriers preventing the use of social media are equal, on average, for the different types of offering.
The hypotheses described above reflect the study's aims to explore social media use by Azorean firms.
IV. METHODOLOGY AND RESULTS
After the extensive literature review and defining of the research methodology based on dimensions and variables described above, we applied a methodology consisting of four phases: 1-Sample definition; 2-Questionnaire developments; 3-Data collection; 4-Statistical analysis.
Based on the literature review, a questionnaire underwent a pre-test, which led to the reorientation of some questions. This study was conducted on companies in the Autonomous Region of the Azores, which is part of Portugal. There are two major reasons to analyze a region such as the Azores. The first is the fact that this region has a utilization rate of above average regarding the Internet in Portugal [25] . The second stems from the fact that the Azores are nine islands located in the middle of the North Atlantic, thus having a pronounced geographical isolation. So the sample gathered is composed of Azorean organizations in various sectors of activity and dimensions, which may or may not use social media. The type of sampling used was non-probability and, within this, snowball sampling. Synthetic indices were created by a set of aggregate indicators that "measure" the constructors in the study and showed good feasibility. In a second phase, in an inferential analysis, we used a nonparametric Kruskal-Wallis test in order to validate the proposed conceptual model. The significance level used for inferential statistics was 5%.
The period of data collection took place between January 30, 2013 and March 5, 2013. Solicitations were made to 1515 Azorean organizations and 259 questionnaires were obtained, resulting in a response rate of 17.09%. However, 27 were considered invalid because they are incomplete, so the effective sample size was 232.
Of the 232 organizations analyzed, 74% are now using social media. Of the remaining, 7.8% are planning to do so in the next 12 months and 18.1% did not intend to have a presence on social media. Regarding firms' size, based on the number of employees, 97.8% are SMEs, and the remaining 2.2% (5 organizations) Businesses with a presence on social media belong to the following sectors of activity, tourism, services and trade; together these represent 78.5% of the organizations present. The sectors of manufacturing, media, telecommunications and information technology and other sectors represent values on the order of 7%.
The tourism sector, with 36%, was the one that had the largest number of organizations present on social media; within this, most organizations are in hospitality (19.8%), followed by travel agencies, tour operators and animation tourism with 8.7% and restore / bar with 7.6%.
Regarding the definition of a strategy for social media presence, more than three-quarters of Azorean organizations did not define a strategy. Only 18.6% of organizations have a defined strategy, 56.4% have a strategic direction and 25% have neither.
Synthetic indicators for the following dimensions were created:
 Digital media used -Index ranging from 1-used social medium to 2-social media not utilized. The reliability through Alfa Cronbach value is 0.598, which can be considered to be satisfactory [32] . Facebook has an average utilization of 1.05, followed by LinkedIn with an average of 1.81. Sites with average use are the podcast sites Wikis and Pinterest, with an average of 1.99 Vol. 5, No. 12, 2014 117 | P a g e www.ijacsa.thesai.org  Motivations for using Social Media -Index ranging from 1-not important to 5-very important. The reliability through Alfa Cronbach value is 0.834, which can be thought to have good reliability [32] . The main motivation of firms using social media presence was "Reaching a wider audience" and "Increase sales" both with an average of 4.66, followed by "Create brand awareness or product" with 4.51. "Recruit collaborators" with 2.57 and "Communicating with suppliers and partners" with 3.29 were average to poor.
 Benefits of the use of social media -Index ranging from 1-not relevant to 5-very relevant. The reliability through Alfa Cronbach value is 0.907, which can be thought to have good reliability [32] . The main benefits of the companies with a presence on social media were "Increasing brand or product awareness" with an average of 4.56, followed by "Attract new customers", with 4.55 "Increase sales", with a 4.42 average. The benefits with the lowest averages were "Help in recruiting" of 2.88 and "Analyze competition" with 3.53.
 Difficulties in exploring social media -Index ranging from 1-not relevant to 5-very relevant. The reliability through Alfa Cronbach value is 0.909, which can be thought to have good reliability [32] . The main difficulties that companies encounter in the use of social media were "Measuring the impact on your business" with an average of 3.33, followed by "Availability or lack of resources", with 3.27 and "Integration with other marketing initiatives" with a 3.26 average. "Lack of support from top management of the organization" had an average of 2.51 and "Reluctance of managers to share information" was 2.63.
 Barriers to adoption of social media -Index ranging from 1-not relevant to 5-very relevant. The reliability through Alfa Cronbach value is 0.804, which can be thought to have good reliability [32] . The main barriers to the use of social media in business were "Loss of control of the message" with an average of 3.43, followed by "Lack of adaptation to company culture", with 3.40 and "Difficult to measure and monitor the benefits", with a 3.35 average. Less significant barriers were "Competitors are not using those assets" with an average of 2.30 and "These means are not important within the industry in which the organization operates" with 2.53.
To test the hypotheses of the conceptual model, we used the nonparametric Kruskal-Wallis method. As seen in Table VI for H1, only benefits influence the degree of involvement, so the decision process regarding the involvement is not influenced by perceptions that organizations have, except for the perceived benefits. As can be seen in Table VII for H2a, the use of social media is influenced by demographic characteristics of organizations; however, the headquarters' location and main type of supply do not affect the use. For the latter hypothesis, if we had used a significance level of 10%, the result would be different. As can be seen in Table VIII for H2b, the involvement of social media isn't influenced by demographic characteristics of the organizations. However, the main type of supply influences the involvement. Are summarized in Table IX , the hypothesis tests necessary for H2c: The involvement of social media is influenced by policies and strategies implemented. The time of use on social media does not influence involvement. Tourism is the sector of activity with greater adoption of social media, which is justified because it is an industry where the assets have a significant impact on consumer behavior, such as the choice of destination and planning the entire trip [26] . The sectors of agribusiness, construction, fuel distribution and transport were those with lower adherence.
The reasons that organizations cite for the use of social media are mainly related with reaching a wider audience, creating awareness, communicating with customers and increasing sales, which is consistent with the existing literature and other studies [3] , [20] , [27] , [28] . A less prevalent reason is recruiting.
Organizations still perceive a significant number of benefits, particularly in terms of marketing and commercial. With regard to perceived difficulties, the most highlighted relate to the lack of resources and measure of the business impact (ROI), which is in agreement with some authors [29] . However, the absence of strategy and losing control of the message, which is not in agreement with existing literature, suggest that Azorean organizations are not obstacles to the success of their initiatives. The lack of support from top management and the reluctance of managers to share information is identified as the least impactual.
Through hypothesis testing, it was found that involvement is influenced only by the perceived benefits, which are in some way related to the above study by [5] , which argues that engagement depends on the goals. In terms of usage, it was found that the variables of size, sector and type of client activity influence the utilization of social media, pointing in the same direction as the study [3] .
With regard to the involvement, it was found that organizational demographic characteristics did not influence the degree of involvement, which does not corroborate with [5] . Policies and strategies influence the degree of involvement, which is in agreement with the results presented by this author.
VI. LIMITATIONS AND FUTURE RESEARCH
We consider this study a step forward in analysis of the current status of social media in organizations and in confirming some of the findings in the literature review.
As observed in other countries and reported by several authors, there is a sizable group of companies that have already adopted social media [23] , [24] , [30] , [31] . Most Azorean organizations analyzed use these resources, essentially preferring social networks like Facebook.
However, the results indicate that organizations still are at an early stage of involvement, allocating few human and financial resources. Firms using social media go directly to the implementation, neglecting strategy definition and monitoring.
Because of the vicissitudes deriving from a research project limited in time and in a limited geographic area, some limitations should be corrected in future investigations. The sample size and the kind of sampling do not guarantee that the findings are generally representative. Future work should consider larger samples.
As a continuation of this research, the inclusion of new independent variables would verify their influence on the dependent variables. It is important, for example, to include variables such as: the existence of an internal policy on the use of social media; top management support of employee participation in social media and analysis of productivity during working hours. It is also important to know how the use of social media in organizations is influenced by the number of hours per week spent using the media, how employees are affected by these resources, are these employees the people who manage online communities, and if this is done by people / organizations external to the firm.
Future studies should identify and analyze the reliability of: (1) the most commonly used metrics; (2) the tools used; (3) the frequency of use; (4) the difficulties perceived when using social media; and (4) if the results obtained are helping to achieve the goals set by organizations.
